variety of new research enterprises. The work of McCombs and Weaver (1973) and of Funkhouser (1973) on agenda-setting comes to mind. Robinson's (1972) examination of aggregate media effects during the 1968 election is another. And insights from research in the uses-and-gratifications tradition (Katz, Blumler, and Gurevitch, 1974; Katz, Gurevitch, and Haas, 1973) remind us that audiences manipulate media content to serve their own needs, whether or not those needs match the communicator's intent. ' We would like to raise several other issues in connection with media effects research, as it is typically conducted. Our discussion pursues the following leads:
(1) What people learn from communicative activity is a more rewarding . topic for media effects research than attitude formation or change. (3) These inquiries should not neglect the social context of communication and learning..
(4) The study of information-seeking in the media should include attention to information availabilities.
In some instances illustrations of these points will be based on data drawn from our own research. In other cases we will cite the work of colleagues. Our focus will be less on individual pieces of data, however, than on a rethinking of how media research is conducted and the uncertainties about effects we seek to resolve.
SEPARATING LEARNING EFFECTS FROM ATTITUDE CHANGE
We might start by reducing confusion over effects variables themselves. Patterson and McClure (1973a, 1973b) (Clarke and Jackson, 1968; Wade and Schramm, 1969; Tichenor, Donohue, and Olien, 1970 Messages that youngsters discriminated in the media were coded into six content categories-information about (1) clinics and other agencies dispensing birth control devices or help; (2) the topic of abortion; (3) specific methods of avoiding pregancy; (4) reasons one might have for using birth control; (5) planning family size; and (6) overpopulation as a social issue.
Within each media channel, the distribution of messages discriminated can be compared by chi-square with a theoretical, or rectangular distribution. The contingency coefficient, derived from chi-square, is an appropriate index for message variety.
A low contingency coefficient indicates a high relative amount of information conveyed by a channel (see Garner, 1962) . High contingency coefficients alert us to media with skewed distributions of information-defined in terms of the category system used here. Table 4 shows the results. The most-used channel of information about family planning is television, but it conveys relatively redundant messages-in terms of the category system used here. By contrast, books and pamphlets are used half as often as television, but adolescents recognize a strikingly varied menu of information in them.
[236] ( [239] with at least four structural differences between conventional and new audience behaviors:
( 1 ) New Clarke (1973) .
